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 Our Purpose 
 

    

  

MYL was founded in 2003 to provide translation, editing and 
copywriting services, at a higher quality, faster turnaround and 
cheaper cost than our Clients can execute in-house 
themselves.  We achieve this by employing highly qualified 
linguists at reasonable cost and making them available to our 
Clients as and when they are required.  
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2013 SCORECARD 
 

Sales Growth:     17%* 

Profit Growth:     7.4%* 

Increase in Jobs Processed:   0.1% 

Return on Shareholder Equity:  53%* 

Upheld Job Complaints:   0.05% 

*Unaudited 
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Smart Growth 
 

 

“Smart growth is based on the notion that it is not only possible but also often desirable 
to limit or manage the rate of growth in order to be a successful company.” 

  Professor Edward D. Hess 

 

I am pleased to report another year of record sales and profitability (our tenth year of growth in 
eleven years).  Professor Michael Porter of the Harvard Business School would be pleased to 
know that his 1985 thesis on competitive advantage holds up well in the new digital Internet era. 

Our strategy over the past four years (2010-2013) has been a straightforward one: specialise in 
a handful of industries, hire outstanding linguists with proven domain knowledge in these 
industries, build relationships with the companies that dominate them, and set sales and profit 
growth targets that are manageable and sustainable. 

The strategy has delivered strong results. Our annual sales growth from 2010 to end-2013 
of 21%, 18%, 25% and 17% respectively delivered a total return on shareholder equity of 
148%, an average of 37% per annum before tax. Since launch in 2003, we have achieved 
compound sales growth of 28% per annum, and, since turning the business profitable in 
2006, we have delivered a total shareholder return of 271%, which is an average of 34%  
per annum before tax, and 28% per annum after tax.   
 
Changing Times   

We expect the digital arena to change quite dramatically over the next few years, and we have 
tweaked our 2014 strategy in order to position our business to benefit from these changes.  We 
anticipate that a larger percentage of our future growth will come from innovative new services 
that we intend to sell to our existing Clients, as well as to new Clients in industries that we have 
identified as having healthy sustainability.  Our current range of services has served us well and 
they will continue to do so, but if we want to achieve similar rates of growth in the future, we 
need to start planting new saplings, which we anticipate will become the next generation of MYL 
services.   

The growth of social media, in particular, has created opportunities that did not exist 12 months 
ago.  We have been watching social media carefully to see if it was a fad that would fade, but 
we now know that it is here to stay.  We are innovating rapidly to ensure that our Clients have 
the best tools available to them to position their products and services in this emerging market 
(see Case Study: Daily Social Media Updates on Page 15).  Other innovations are more far 
reaching and, we believe, will continue to differentiate what we do (see Technology Strategy on 
Page 9 for more details). 
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Partnership for Growth 

Offering new disruptive technologies and working with major multinational partners makes us 
optimistic about our future.  Growth in 2014 will be slower than in the past few years, as we 
invest in building and explaining our new services.  Nevertheless, our strong business model 
and extraordinary talent bench of people, combined with being in the right place at the right 
time, will, I believe, enable us to continue to deliver very respectable and sustainable returns on 
our invested capital. 

As always, it is my pleasure to end by saying thank you to all of our staff, linguists and partners.  
Without their dedication, passion for excellence and commitment to our Clients, none of what 
we do would work at all. 

Sincerely, 

 

Gerry Ball 
Founder & CEO  
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Eight-Year Scorecard 
 

Platform 
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Performance 
 
 

 

 

 

 

 

 

 

 
Profits  
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Development Strategy 
 

Our strategy is to grow the Company’s top-line and bottom-line revenues at between 15% and 
20% a year, and to keep a capital structure that enables us to earn a return on shareholder 
equity that delivers a minimum of 25% per annum.  
In 2014, we are planning for our revenue to come from the following sources: 
 
72% Existing Clients 
28% New Clients 
 
During 2009-2013, we relied heavily on strong organic growth: growing with our Clients.  We 
have tweaked our strategy in 2014 to tilt the Company more to attracting new Clients, as we 
understand that organic growth cannot go on indefinitely, and there must inevitably be a 
reversion to the mean. 
 
We forecast that 28% of our revenues in 2014 will come from new Clients, up from 23% in 2013 
and 18% in 2012.  This will be helped by the launch of two services (Social Media Writing and 
GRAVITY) to new Clients; previously, these two services have been marketed exclusively to our 
existing Clients. 
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Technology Strategy 
 

One of our long-standing and over-arching goals is to help our Clients be more productive using 
technology. One example of productivity enhancement in action is our partnerships with Content 
Management System (CSM) providers. 

These partnerships enable us to provide a best in class service to manage multilingual website 
content.  We estimate that this service, which we call GRAVITY (as it pulls multilingual content 
together), reduces the time it takes to execute website translation by 90%. 

In other words, if it used to take a Client 30 minutes a day to arrange for content updates to be 
translated into two other languages, it now takes 3 minutes.  For a company updating its 
website once a day, that means a time saving of 594 minutes per month*, or 9.9 hours.  This is 
a material improvement in productivity, at no extra cost to our Clients (see Case Study: 
Managing Translation, The Smart Way on Page 13 to see how a major multinational company 
has put our solution into practise). 

We will continue to invest heavily in innovation, and look at ways that we can continue to 
combine the elegance of technology with the deep creative talent bench of linguists that we 
have built.  We will also look to partner with other technology vendors to broaden our 
distribution.  Our recent partnership with Google to help YouTube customers translate video 
captions is one example of this strategy. 

*27 minutes per day x 22 working days per month on average.  

 

Quality Strategy 
 

Our Clients continue to tell us that quality is what matters most and that the price of our services 
is of secondary importance.  The core of our strategy is to design processes around delivering 
perfect communication.  It starts with hiring the right people, people who give very strong 
attention to detail, and people who are passionate about pleasing our Clients. 

A good linguist understands that high quality work generates more work from the Clients they 
are serving, as the Clients refer colleagues and partners and so on.  Our quality control team is 
small, and intentionally so, as we have thousands of quality controllers watching us every day – 
our Clients.  This is motivation enough to ensure that we understand Client needs and match 
those needs with skills that deliver high quality work. 
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Interview with MYL’s Founder & CEO 
 

You said in the 2012 Annual Report that you would like to see top-line growth of 15-20% 
in 2013.  As growth came in at 17%, you must be pleased.  But why not go for more 
growth? 

It’s always pleasing to meet expectations.  Because we are a private company, we do not face 
the same pressures as our listed counterparts to deliver unrealistically high levels of growth.  
Aiming for too much growth can have terrible consequences on shareholder returns. 

However, despite sales growth of 17%, your profits only rose by 7.4%.  Why is that? 

In 2013, we expanded the business by taking on more office space and hiring additional people.  
We were coming to the end of what we could do with the physical and human resources that we 
previously had at our disposal.  We invested heavily in 2013 in preparing the business for the 
next phase of its evolution. 

What do you think will drive this next phase of MYL’s evolution? 

I believe there will be a number of drivers.  First, the scale of our business means that we 
receive a considerable number of referrals from our existing Clients, usually cross-referrals from 
within their own company.  Second, we have invested a lot in innovation, designing new 
services built around our Clients’ needs.  Some of these services we believe will be catalysts for 
quite substantial growth.  Finally, we have created meaningful partnerships with some 
prominent businesses that we believe will enable us to gain access to new markets. 

So are you forecasting more than 15-20% growth in 2014?  What about profits?  
No, we are sticking to sales growth of 15-20% for 2014 – it’s growth that we know how to 
manage and that won’t affect the quality of what we do.  We are forecasting profit growth of 5-
10% in 2014.  If you look at our shareholder returns on Page 7, you will see that we earned 
strong returns on equity in the years 2007-2008 due to significant investments made in the 
2005-2006 period.  We invested heavily again in 2009-2010 (during the financial crisis) and 
reaped the strongest returns in 2011-2013.  We expect 2014 will be similar to 2006 and 2010: 
re-building years where, typically, sales growth is lower, with the strongest returns coming in 
2015-2017.  That’s the plan, at least! 

But isn’t the Internet synonymous with high growth? 

We see the Internet as being synonymous with high profitability as it was designed to empower 
businesses and individuals to do more with less.  The culture of our Company has been built 
around sustainability as opposed to high growth.  Not being constantly busy allows for 
considerable personal growth at all levels of our Company.  If any of our staff are going home 
later than 6.30pm, then we’re not working smart enough.  After all, there’s much more to life 
than being in the office. 
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How are you able to generate a return on equity in excess of 50% per annum in a year 
where profits only rose in the high single digits? 

We keep our balance sheet intentionally lean, and the naturally high cash flow generation of our 
business means we can use that cash flow to fund growth without the need for any debt.  The 
real beauty of our business, however, is that we hold no physical inventory and almost all of our 
linguists are contractors that use our work-from-home platform, so our fixed overheads are very 
small in relation to the size of our business, and hence the larger than average returns on 
equity. 

 



Case Study

Client
A five star hotel group managing nine unique brands and aiming to 
improve the quality of its external communica�ons within the Asia 
Pacific region.   

Objec�ve
Our Client needed a vendor who could elevate the quality of its English 
communica�ons in a region with very few professional resources.  The Asia 
Pacific communica�ons team understood the importance of ensuring each piece 
of communica�on iden�fied with one of the company's nine unique brands and 
was seeking a vendor who could provide a dedicated writer to enforce this 
message. 

Strategy
MYL's sales and opera�ons teams compiled a comprehensive briefing package of 
the Client's requirements and began the search for linguists who could properly 
convey its individual brand messages.  Included in the brief was a complete style 
guide for each brand to ensure the writer could capture the different styles. 
 
We offered the Client two service streams, each with a different price point.  The 
first was copy wri�ng origina�on which allowed the Client to construct a simple 
brief with reference material for the writer to originate content in its en�rety.  
The second, copy edi�ng, provided the op�on for the Client to create the first 
dra� of a document and have it heavily edited at half of the cost of origina�ng a 
fresh piece of work.  

Results
The Client now has direct access to a professional, English copywriter, at 
a frac�on of the cost of a full-�me employee.  Press releases 
received from individual proper�es throughout the region 
are now channeled to a single writer to ensure they 
are on brand and meet the high standards of 
this pres�gious hotel group.      

Creating Distinct Brand Messages

About MYL
Mind Your Language is an 
award-winning provider of 
translation, editing and copy 
writing services to leading 
corporations. Our online 
services are available 24 hours 
a day, seven days a week, all 
over the world.  

    The Client now has direct 
access to a professional, 
English copywriter, at a 
fraction of the cost of a full-
time employee.  

“ “ 



Case Study

Client
A luxury hotel brand with a strong foothold in Asia and growing 
global presence.  

Objec�ve
Anchored by a re-launched website, our Client was looking to expand its 
online presence through a highly ambi�ous and ongoing social media 
campaign.  A�er consul�ng with branding and PR agencies to develop its 
social media strategy, it was now seeking a vendor to deliver content for its  
Facebook and Twi�er sites on �me and on-brand.  

Strategy
A�er a comprehensive review of the Client's brand and style guide, we went to 
work sourcing the perfect writer for this project.  With its head office in Hong 
Kong, the company needed a writer who was not only a na�ve English speaker 
with significant social media campaign experience, but also one who would be 
able to receive briefs and deliver posts within a few hours. 

Taking advantage of MYL's new social media portal to streamline workflow, 
our Client could send simple briefs directly to their writer and receive 
completed posts in as li�le as three hours.  A flexible package based on the 
number of posts used each month would ensure that the Client only pays for 
work when it is required. 

Results
With a solid social media strategy in place, the difference a professional 
social media writer makes in cra�ing short impac�ul messages has 
been immediately no�ced.  Since launching the service in 
2013, our Client has drawn over 1,000,000 Facebook 
likes and has more than 50,000 individuals 
talking about its brand on a 
weekly basis.  

Daily Social Media Updates

About MYL
Mind Your Language is an 
award-winning provider of 
translation, editing and copy 
writing services to leading 
corporations. Our online 
services are available 24 hours 
a day, seven days a week, all 
over the world.  

       Since launching the service 
in 2013, our Client has drawn 
over 1,000,000 Facebook likes 
and has more than 50,000 
individuals talking about its 
brand on a weekly basis.    

“ 

“ 



About MYL
Mind Your Language is an 
award-winning provider of 
translation, editing and copy 
writing services to leading 
corporations. Our online 
services are available 24 hours 
a day, seven days a week, all 
over the world.  

Case Study

Client
Shangri-La Interna�onal Hotels Management Ltd.

Objec�ve
Shangri-La is a world renowned and respected hotel organiza�on. Shangri-La.com 
provides comprehensive informa�on on all the group's hotel proper�es and, acts 
as a booking engine for its customers.  With the high cost of maintaining in-house 
translators and the heavy administra�ve burden of data entry to their Content 
Management System (CMS), the Digital Marke�ng team was seeking a fast and 
reliable solu�on to translate the daily updates of the site into nine languages.

Strategy
MYL began an extensive process of transla�on tes�ng with suitable translators 
for all of the required languages.  Translators were chosen based on style, subject 
ma�er exper�se, and availability for quick turnaround.  MYL's so�ware 
developers then worked with the Client to install MYL's GRAVITY plugin to the 
Client's exis�ng CMS pla�orm.  GRAVITY allowed the Client to ini�ate transla�on 
requests from directly within the CMS environment.  The content would then be 
extracted and sent directly to the selected translators who would complete the 
work.  GRAVITY would also import the completed work back to the CMS. In 
addi�on, MYL designed a simple monthly billing process so that the Client could 
receive a single itemised invoice detailing each transla�on request.

Results
By using MYL and our GRAVITY plugin to standardise all its website transla�on, 
Shangri-La now has a single team of translators comple�ng material in real-
�me.  Since GRAVITY exports and imports content directly from the 
Client's CMS, the amount of �me spent administering changes has 
been cut by 50% due to elimina�ng the need to capture 
content from the website for submission and then re-
entering the translated content upon 
comple�on.  

Managing website translation, 
the smart way

About Shangri-La
Shangri-La Hotels and Resorts 

is Asia Pacific's leading luxury 

hotel group and regarded as 

one of the world's finest hotel 

ownership and management 

companies. 



 

 

http://www.mylglobal.com
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